Consumers, partnering with corporations and celebrities, are forming new alliances in international development through what we call 'Brand Aid' initiatives. At a time of shifting relationships between public and private aid, commodities are sold as the means for achieving development for recipients and good feelings for consumers simultaneously. In this article, first we formalize our conceptual model of Brand Aid at the triple interface of causes, branded products and celebrities. Then, we conduct a systematic empirical analysis of contemporary Brand Aid initiatives including three in-depth case studies of: 'Win One Give One', TOMS shoes and Product (RED). We argue that these not only use imaginaries of development to sell products to Northern consumers, but also engage in the work of a 'story factory' -producing truths about international development and consumer engagement that make development appear simplified, manageable and marketable. We conclude that, in Brand Aid, the problems themselves and the people who experience them are branded and marketed to Western consumers (through celebritized multi-media story-telling) just as effectively as the products that will 'save' them.
Brand Aid, the combination of causes, branded products and celebrity, is one of the newest alliances in international development, and it comes at a time of shifting relationships between public and private aid. 1 Private funding is becoming more important as traditional sources are under stress from the contemporary economic crisis. This is reflected by a historical trend of shifting patterns of resource transfers from North to South. Sources of development financing outside traditional ODA are growing, 2 and this is shaping the funding and agenda of development. In the contemporary context in which 'economic scarcity' refers not only to the 'lacking' economies in the developing world, but also to their 'donors', the activities of new actors and alliances becomes increasingly prescient. However, the power of Brand Aid for shaping international development is not simply a material one. On the basis of substantial empirical work on CRM initiatives supporting the 30 most recognizable non-profit organizations dealing with 'international needs', a recent article in this journal found that the promotional aspects of partnering with corporations were more important than the actual financial benefits from the CRM engagement. 3 These findings raise important questions about the role of consumption in funding international development initiatives: in short, if it is not for the money, then why would development organizations benefit from CRM?
To begin to answer this question, we develop a conceptual model of 'Brand Aid', where 'brand' incorporates material value and fantasy. Companies are of course the core actors in branding for profit. Celebrities are personified through their own brands, or personae. And slowly, it is becoming recognized that non-profit organizations working in international development are also branded entities. 4 Our purpose in this article is to provide a framework to help understanding how development actors such as consumers 5 and celebrities 6 overlap in new alliances. We also test the model empirically through a systematic study of contemporary Brand Aid initiatives in order to examine its possibilities and limitations.
We distinguish between the selling of ideas together with the 'cargo' of development 7 and using imaginaries of development to sell products to Northern consumers. We focus on the latter. Development as a commodity for exchange can be linked to trajectories as diverse as selling improved seeds in the Green Revolution or selling condoms through social marketing initiatives for family planning. But the increasing 'privatization of helping' has made engaging in development such a desirable practice, that admission to such a process can be sold to consumers as one might sell entrance tickets to a concert or amusement park. Development outcomes themselves-such as primary education for a child, vaccines provided to a health clinic, or a community well for clean water-become so imbued with symbolic and 'ethical' value that they are used to market consumer goods to Western buyers.
Trusted celebrities are important for creating the caring brand that sells development. 8 Commodities are sold as the means for achieving development for recipients and good feelings for consumers simultaneously. In the process, 'development' becomes ontologically ingrained as 'having the right things.'
Our analysis of Brand Aid initiatives focuses on those with a direct purchasecontribution link. This is a choice that reflects the different kinds of social relations surrounding these forms of CRM. First, the focus on buying a particular product directly links a product with a cause in ways that draw on the awareness raised by decades of activism for fair trade and ethical consumption. But this also pushes the meaning of ethical consumption away from the attributes of the product itself (the social, environmental or animal welfare conditions of its production) and places them onto the worthy cause, as the basis for 'ethical' engagement. 9 Second, the focus on purchase-linked donation encourages increasing consumption. 10 As you spend money, purchase products and consume, you are actively 'helping'. Third, in the direct purchase-contribution model, the point of action or engagement is clear and distinct. It is the point of purchase. This clear action for consumers is a way of defining development 'goods' and the entry point for everyday consumers into activism, providing 'development' or just 'helping' needy others. When the purchase has been made, the consumer has completed her/his job in the process of helping, and the product itself becomes a marker of that good act. You buy something so that someone else can have something, and imaginaries of development, 'yours' and 'theirs,' are constructed on the basis of these 'things.'
In the next section, we briefly review the current debates on cause-related marketing, celebrity and development. Sections 3 and 4 lay out our conceptual model and methodology. In Section 5, we present four case studies of Brand Aid initiatives, followed by a conclusion.
Cause-Related Marketing, Celebrity and Development
Brand Aid initiatives are CRM campaigns that employ an international development 'cause' and celebrities as mediators. In earlier work, 11 we argued that this specific configuration of CRM is new and can be ascribed to the birth of Product (RED) in
2006. However, CRM campaigns have a much longer history and are accompanied by a well-developed literature in business studies, 12 only recently expanding to development studies. 13 In its simplest form, CRM is essentially marketing -it is devised to sell a product or service to consumers by highlighting that part of the profit or sale price will be donated to a 'good cause'. The size of the donation is typically linked to the volume of sales during the CRM campaign.
The birth of CRM dates back to the American Express campaigns of the early 1980s, when card-holders were encouraged to use their credit cards in specified campaign periods to support a number of US local causes. 14 The success of these initiatives led AmEx to legally trademark the term 'cause-related marketing' in 1983, when it began piloting the approach nationally with a three-month campaign to restore the Statue of Liberty. This campaign cost $4 million in advertising, raised $1.7 million for the cause, and also triggered a 27% rise in AmEx card use and 45% increase in new card
applications. 15 The experience demonstrated to AmEx and many other companies after it that they could 'do well by doing good'.
The business studies literature concurs that the number and size of CRM campaigns have experienced a consistently upward trend since their beginning. 16 Historically, CRM has evolved from being predominantly a one-off tactic to increase sales, to an approach aimed at building brand reputation and customer loyalty through deeper long-term commitment linking a brand with a cause organically, and even toward becoming the public face of 'responsibility' for the most advanced companies in this realm. 17 The explosion of CRM has been fueled by the expansion of social media and the 'word-of-mouth' marketing that it enables. 18 It has also moved from an almost exclusive focus on local causes to also cover 'distant' ones. Part of the attractiveness of CRM from the point of view of consumers is that it triggers a donation with every purchase. 19 Einstein 20 argues that tying a product to a cause not only increases profits but also leads to 'increased sales for the entire line of products connected to the brand These critiques focus thoughtfully on the relations between profitable companies, products and the causes they claim to support; however they do not engage the role of public approval-a point of important access for celebrity advocates. Celebrities are often found advertising the products, representing the benefits of the cause and cobranding helping as cool, and are important for the 'fit' between a cause and a company. 27 It is through the celebritization of development information that the cause in CRM becomes marketable.
Celebrity marketing of development causes can be linked to the rise of global celebrity 'do-gooding', 28 the growing engagement of celebrity politics in the United States 29 and the United Kingdom, 30 and to the rise of celebrity diplomacy internationally. 31 Celebrities are themselves commodities: 'produced, traded and marketed by the media and publicity industries'. 32 They are brands whose images are packaged, bought and sold across national borders. 33 Celebrities are also 'politics made flesh' -as a both commoditizers and commodities -and an important element of why international development causes are being bought by Western consumers. 34 Debates on how causes can be wrapped around consumer products with the mediation of celebrity to deliver 'development' have so far been mostly compartmentalized. The business literature has examined CRM, but has mostly focused on its marketing aspects. The emerging literature on celebrities as global actors has focused primarily on famous Hollywood celebrities, not on the aid celebrities whose expertise becomes celebritized and marketed as part of the product of development intervention. 35 The large political and ethical consumption literature has thoroughly examined the role of fair trade and other labels in promoting (or in failing to promote) 'development', but has so far failed to recognize that CRM and Brand Aid initiatives are moving attention away from the social and environmental conditions of production and towards the beneficiaries of causes that have little or no relation to the product itself. In the rest of this article, we argue that there are important overlaps between these aspects that need to be examined systematically. In next section, we develop a conceptual framework for such analysis, followed by a methodological and empirical example of how it can be applied.
Conceptual Model
In our previous work, 36 we developed the concept of 'Brand Aid' to describe how branded products are sold as ethical items through their mediation by celebrities who link them to worthy causes in developing countries. Brand Aid, we argued, is 'aid to brands' because it helps sell products and improve a brand's ethical profile and value.
It is also 'brands that provide aid' because a proportion of the profit or sales is devoted to helping others. Each of the circles in our conceptual model represents a regime of value that contains both material and symbolic forms. Appadurai 37 described the arrangements of meanings created by signifying images and objects as 'regimes of value' -constructs of the social imaginary which give significance to experience through discourse.
Value for Appadurai refers to both economic or material value and also to the non- 
Methodology
In this article, we use the conceptual model of Brand Aid provided in Figure 1 to analyze empirical material documenting contemporary CRM initiatives that have an international development cause and celebrity involvement. Because consumer initiatives are not documented as sources of development financing which would appear in the AidData database, 40 and many are linked to private corporations whose financial reports are not public information, systematic documentation faced serious challenges. 41 We settled on a selection process based on existing databases and lists constituted by definition from at least one selection criteria of the Brand Aid 42 model.
Our first data search focused on the combination of two elements of Brand Aid:
'product' and 'cause'. After examining a dozen sites dedicated to CRM, we selected the most comprehensive list of 'new CRM campaigns' compiled by Cause Marketing Forum (CMF). 43 We conducted a data search covering the period from January 2011
(when CMF started to compile a comprehensive list) to April 2012. The CMF search generated 99 hits that were analyzed by reading the campaign press releases and the websites dedicated to them. In order to qualify as Brand Aid, however, these initiatives need to address not just any cause, but an international development cause.
This filter left us with 21 instances -a sizeable minority, given that the CRM literature in business studies typically advises corporations to link their campaigns to local causes. Of these 21 CRM campaigns, seven mentioned a celebrity prominently in their press release and therefore fully qualified as 'Brand Aid' according to our conceptual framework. Of these, we selected the four that were 'transactional' in nature (they required the purchase of a product, not just a 'brand experience' such as visiting a website, leaving a message, or 'liking' a Facebook page) for further analysis.
Our second data search focused on the 'celebrity' involvement criterion and was targeted to identify other initiatives that may have not been captured by the CRM search. We collected data from a prominent set of celebrity newsletters that are sent several times a week to subscribers by the UK-based site 'The Red Pages' (www.theredpages.co.uk), over the same time period covered by the CMF database.
This led to the compilation of a list of 1,822 news items on celebrity endorsement, charity work, and involvement in marketing and other events. These items were filtered to assess whether the celebrity was involved in a Brand Aid initiative as defined above. This yielded three new Brand Aid entries and two entries that had already been captured in the CMF database. A final step entailed merging these two filtered databases and eliminating double-entries, which produced a short list of eight case studies (see Table 1 ). In this article we carry out three case studies (see entries 1 to 3 in Table 1) One line of criticism has been directed at the technology itself. The best thing about the OLPC computer is that it is inexpensive. However, it has yet to meet the price point of $100, and has remained at twice that price. The physical computer was designed to prevent water and soil damage, to be readable in direct sunlight for children who school outside, and to operate on less power consumption to allow for possible solar or crank powering. A scathing technology critique in The Economist described how the laptop has bugs that cause occasional crashes. 47 Additionally the 'cumbersome operating system' makes it quite difficult, even in a world of abundant electricity and bandwidth, to perform basic activities. This initiative has been characterized in the press as 'a high-profile deal of one man evangelizing top government officials on how he can save their poor children and in the end these politicians abandoned him'. 48 The politics of global trade and local power relations have also proved problematic for OLPC across its interventions. Consumers in industrialized economies, many of whom still also lack computer access at school, wanted the possibility of buying cheap laptops as well. Countries like Nigeria and Brazil wanted locally -produced laptops. Libya and Nigeria cancelled their informal commitments to purchase the computers when they realized that they were untried, more expensive than $100, and
were not the only cheap laptops available. Other businesses such as Intel wanted to produce their own cheap laptops and thus, OLPC came to be perceived as creating a monopoly in the market. Another line of criticism has been that OLPC reflects some of the traditionally 'worst practices' in international development. It is a top-down model, developed without consultation on the needs or interests of the local recipients, and it is implemented in a blueprint formula in countries that are extremely diverse.
In Rwanda, where the WOGO computers are donated, OLPC began with a specific deal reached between the country's government in 2007 and OLPC. By March 2012, 80,000 laptops had been donated to schools around the country. The OLPC Coordinator in the Ministry of Education, 'pointed out that the use of laptops on a daily basis in all schools was going to drastically increase with the current deployment of servers in schools. They will enable all lessons to be covered through digital courses'. 49 However, The Economist concluded that 'giving a child a computer does not seem to turn him or her into a future Bill Gates-indeed it does not accomplish anything in particular'. 50 An evaluation done of OLPC in Peru by the Inter-American Development Bank found that children receiving the 850000 computers in which the government invested $225 million, did not show any improvement in math or reading. 51 The IDB report found no evidence that access to a laptop increased motivation or time devoted to homework or reading. because it is not sufficient to become more empathetic, or 'incorporate giving into your everyday life' but you should share your brand of giving with others.
TOMS Shoes

TOMS shoes is a social entrepreneurship model in which the cause itself is inextricably linked to the objective of the business. TOMS was founded in May 2006
by Blake Mycoskie ('the celebrity' in our conceptual framework, see Figure 1 All they know is that a pair was given away somewhere-probably Africa-because they bought a pair. And that's enough for them to feel swell about their shoes.' 64 The development imaginary linking America and Africa is complicated by the inclusion of productive (not merely recipient) 'Others' in China who are actually making TOMS feel-good shoes.
TOMS uses a multi-channel integration strategy to bring awareness to their cause, and to sell their products, framed in terms of inspirational story-telling, not advertising. It relies heavily on its online community for marketing, and has an extensive network on Facebook with over 1.5 million 'likes', including over 4,000 people who have added their own photos or videos to the page. Additionally, TOMS is active on Twitter and has its own YouTube channel. Its charismatic founder Mycoskie has a popular blog that he uses to keep consumers informed on the products and their social impacts, and where he often characterizes himself as the 'chief giver'. 65 He is also a popular speaker at American church groups, university TOMS clubs and on US television.
TOMS has been critiqued for labour conditions in shoe production in China (where it sources its shoes for sale), Ethiopia and Argentina (where it sources its shoes for donation). The company has responded that it is third-party audited to insure that no child labor is used and fair wages are paid. 66 In response to the sustainability of shoes for children whose feet grow, TOMS 'strives to set up long-term giving partnerships that allow us to keep giving as children grow'. How often this is practically achieved, given the mobility of families and development partners is not documented. Little is actually known about TOMS giving partners' work, beyond the distribution of shoes, and even less about the actual details of production, volume of sales, and nature of partnerships between the company and its beneficiaries. Other serious critiques are also levied against TOMS because giving in-kind distorts local economies of production. 67 Two of the RED products were captured in our sampling framework. 74 The first,
Belvedere Vodka, has a RED website that can only be accessed after the input of your country and birthday, because viewers must be of legal drinking age in their country, Brand Aid provides an easy solution to current crises in linking the global economy to international development -one that enables corporations to brand themselves as 'caring' without substantially changing their normal business practices, while consumers engage in low-cost heroism without meaningfully increasing their awareness of the struggles of people they are supposed to help. In Brand Aid, the problems themselves, whether they be low educational achievement, shoelessness or AIDS, and the people who experience them are branded and marketed to Western consumers through celebritized multi-media story-telling, just as effectively as the products that will 'save' them.
Brand Aid initiatives tend to reduce 'development' to a process of identifying a lack, locating a supplier, providing a commodity, and managing the distribution of the needed commodity to its intended recipients. Our case studies were selected to explore different models of Brand Aid-the commercial business, social enterprise, and umbrella models. Yet, they showed little variation in the imaginary of development as 'providing needed commodities'. In all of these initiatives, products (laptops, shoes, pills) are given to beneficiaries without regard to the underpinning relations of production, consumption or donation. The ethical value is placed exclusively in the realm of the Northern consumer through the purchase of a particular product or the donation within a branded experience. 'Buying' is 'buying into' an imaginary of development in which consumers can make a difference.
Making a donation in a branded environment, or sharing a story that will trigger a matching donation by a branded host, is a way of blending the experience of giving and the feeling of empathy with that brand, reflecting calls for corporate philanthropy 81 to become more strategically related to brand reputation. Thus, engagement in Brand Aid pulls the marketing, corporate philanthropy and brand management sides of business together. Corporate philanthropy becomes shared with the consumer, publicized and celebritized -it is not anonymous, as in past forms.
Instead, Brand Aid is embedded in the public relationship between the consumer and the branded product through the mediating role of the celebrity. Given that consumers authorize the development interventions through their purchases, there is no concern in Brand Aid for participation of the recipient communities or accountability to these supposed beneficiaries.
Whether business is good for development is an ongoing debate, 82 and like the larger debates on aid effectiveness, it often suffers from the basic flaw of over-aggregation. 83 However, the scope and diversity of contemporary Brand Aid initiatives suggest that 'buying into development', at least in some form, is good for business. In this article, we offered a material and a symbolic interpretation of why this may be the case. A material interpretation is that when consumers 'buy into' development through the purchase of CRM products that support international causes, they could encounter A symbolic interpretation of why 'buying into development' may be good for business is linked to the increasing involvement of business and corporate philanthropy in financing development aid and in shaping its agenda. Individuals are unlikely to have a 'Gates effect' 84 on development as consumers; however in the aggregation of preferences defined by purchase, Brand Aid may add a democratic perception that links to the current trends of market-led development goals and practices. Consumers could, through their purchases, have the potential to shape aid agendas in ways that are more participatory for Northern publics than the traditional forms of engagement through ODA (which has also never been driven by particularly democratic engagement). Thus far, however, it appears that Brand Aid initiatives tend to drive rather than be driven by consumer's visions of international development.
While Brand Aid products are tapping into expanded definitions of 'quality' that include the product's ability to support consumer values (justice and help), they do not seem to have any direct link to the modalities of 'helping' for the causes being supported.
Most complicated are the ethical dimensions of the Brand Aid initiatives. As a recent critique of neoliberalism succinctly stated: 'Consumerist activism, development discourse, and pink-ribbon feminism all partake of the liberal fallacy that good will and cooperation and compromise will suffice to fix the intractable problems of poverty and inequality-problems that are imagined to be static and given, as if outside the realm of history and politics'. 85 All of the contemporary Brand Aid initiatives we analyzed engage in what has been characterized by Flannery 86 as the work of a 'story factory' -producing truths about international development and consumer engagement that make development appear simplified and manageable and outside of history or politics. As phrased by a critic of TOMS, 'We take the nugget of a story that can be printed on a shoebox and we make up our own story.'
87
When branded products become the mechanisms for action needed to save suffering strangers in our personal stories, we have sold out our values and our non- 
